


A similar approach is illustrated in the following example: 

"Here's a card which has a sort of ladder scale 

..	 on it. You will notice that the top of the scale 
is marked 'great deal of concern or worry' and 
the bottom 'little concern or worry. I You will 
notice that the number I means little or no con
cern or worry and the other numbers mean an 
increasing amount of concern or worry. Now, 
I'm going to mention some problems that we 
face today and L'd like you to tell me how con
cerned or worried you are about each problem. " 

The advantage of this type of question is that it permits an analysis of both the 
frequency of mention of a problem and the importance that particular problem 
has for people. For example, a problem might be mentioned by 20% of the 
people. However, from that we would not know whether it was any great con
cern or worry to them.	 This simple "ladder scale" technique permits such an 
analysis. 

b. In addition to discovering the number of people concerned with prob
lems, then, we also can find out how important these problems are. This still 
does not give us the kind of information which can be gathered with the following 
question: 

"(Instruction to Interviewer: Ask the next question 
about the problem the respondent picked as first in 
importance.) Well, just what do you think ought to 
be done about this problem? " 

In a series of surveys in one locality it was found that "juvenile delinquency" 
always appeared high on the list of problems mentioned by people being interviewed. 
But the addition of a question about what should be done about juvenile delinquency 
disclosed the very important information that about 60% of the people felt the most 
immediate thing to be done was to provide protection of the public. About 40% 
believed that the prevention and cure of delinquency was what needed immediate 
attention. This analysis should suggest to party leaders that, in discussing 
juvenile delinquency in this particular city, the local party should develop a 
program concerned with two things -- immediate protection of people against 
juvenile delinquency and the means and programs to prevent and reduce delinq
uency. Stressing either approach, to the point of excluding the other, would 
antagonize a large segment of the population. 

If the issues can be defined by party leaders, surveys can be used extensive
ly to measure attitudes and opinions on these issues. Surveys also can be used 
to measure the extent of confusion among the voting public as to just what are 
the is sues. 
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~: Another way to study is sues is to state them as the positions of 
candidates, as campaign statements or as a program to solve a problem, and 
then ask respondents whether they agree or disagree with the position, statement 
or proposed program. For a real analysis of this sort, however, it is vitally 
important to ask people why they agree or disagree with the various positions, 
statements or programs. 

3. Determination of Party Image and Strength 

Party strength can be measured in a variety of ways. Election returns 
themselves are transient figures on party strength but they are so confused by 
the need to evaluate the degree to which the candidate himself affected the 
results that returns alone are not always sufficient. 

a. Techniques such as those mentioned in the preceding section on 
issues also are useful for determining people's "images" of our Party. A 
simple question such as, "All in all, which party -- the Republican or Demo
cratic -- do you think is better for people like yourself? I' followed by a question, 
"Just why do you feel this way? II, will elicit a great deal of image information. 

b. Another way of getting a picture of the party is to list a series of pos
sible crises that could occur -- international and domestic -- and then simply ask 
which party could best handle the situation if it did occur. Replies to just this 
one question will suggest the strengths and weaknesses of the Republican Party. 
If interviewees also are asked why they feel the party they chose is best able to 
handle the crisis, their replies will give additional information about the party 
image. 

c. A very useful question, although it may seem naive, is an old standard: 
"If there were to be an election for Congressman today, would you vote for the 
Republican Congressman or the Democratic Congressman?" At first glance the 
question would seem to be so unreal that the results would be meaningless. They 
will be meaningless if the survey is made only once, but when the question is 
asked over a period of time a picture of the rise and fall of party strength become s 
quite clear. Replies to the question will give a fairly good rule of thumb measure 
of relative party strength, or satisfaction with the party, at any particular time. 

d. Another question that can be used to determine party strength is one 
whichasks: "In general, do you consider yourself a Democrat or a Republican? " 
Over the year s this question has produced the significant finding that an increas
ingly large number of people call themselves "Independents" rather than either 
Democrats or Republicans. 

12 



4. Testing Ideas, Reactions and Effectiveness of Tactics 

a. One of the most important functions of surveys, when the technical 
work is arranged so that studies can be completed with extreme rapidity, is 
in testing reactions to events occurring and statements made during campaigns. 
Following is one example which illustrate s the use of surveys in this manner. 
The que stion was asked in a quick survey done in October, 1956. The que s
tion was: 

"A.s you may have heard, Adlai Stevenson has 
advocated that the United State s stop all further 
H-bomb te st s , Do you agree or disagree with 
him that this would be a good idea? II 

Agree 27% 
Disagree 40% 
Dont know 33% 

"WiIl this make you more likely to vote for 
Stevenson or more likely to vote for Ei senhowe r ?"' 

More likely to vote for Eisenhower 2. 3% 
More like ly to vote for Stevens on o. 3% 
Will not change vote in any way 97.4% 

b. Another way of te sting ideas in campaigns can be illustrated by the 
following que stion: 

liAs concerns this proposal, do you think that 
Candidate X should come out openly against it, 
say little or nothing about it, or come out 
openly in favor of it? II 

Come out openly against it 25% 
Say little or nothing about it 14% 
Come out openly in favor of it 21% 
No opinion 40% 

While such information should not be used to dictate the candidate I s position, 
it does indicate how the public feels and lets him evaluate what his advisors 
have been telling him. There may be many reasons for an action taken by a 
candidate beyond how the public feels, but such information does let him 
determine whether the matter is of extreme or little political importance. 
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c. When there are definite differences between the positions of 
candidates or of parties. reactions to these differences can be learned 
through statements such as the following: "Candidate X has said that 
he wants to do the following ••• while Candidate Y wants to do it this way•.. 
which candidate do you think has the better solution to this problem. 
Candidate X or Candidate Y?" 

£... Finding out how people interpret various actions or statements 
is another use of surveys to test ideas and tactics. One way to do this 
is to formulate a statement of what actually happened--such as that a 
meeting took place or something was done. Then following the state
ment of the situation. interpretations are made and put to the inter
viewees in this form: "This means that Candidate X has taken a liberal 
position" or that "Candidate X did this for the following reasons ••• II 
The respondents are asked to agree or disagree with the various inter
pretations. 

This technique is exceedingly useful because it is not un
common In politics for people to believe that what they say and do is 
interpreted exactly as they intend. Frequently this is not the case. 
Hence te sting the interpretations people make of speeches. announce
ments. meetings and events can be of great help in planning further 
activities. The usefulness of survey testing procedures is exemplified 
in the surveys that were made following the debates between the Presi
dential candidates in 1960. 

One of the less used aspects of survey work is exploring 
the degree of understanding that voters have about the implications of 
various political actions. They may favor something that the party 
opposes. If a survey shows that their knowledge of the situation is 
inadequate, then it is apparent that the party needs to institute an edu
cational program to supply the voters with the missing information. in an 
effort to change their positions. 

Surveys. taken by qualified personnel and carefully evaluated, 
can provide valuable information for planning Republican political education 
programs. The last section of this report on surveys will discuss briefly 
some of the problems facing Republican leaders in educational activities 
and how surveys can be used to plan such programs. 

A. The basic question for which there must be answers. before any con
sideration can be given to strategy and tactics in political education, is 
simply "What do we say?" There have been two general ways of getting 
answers to the question. 
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A group of people sit down and by talking among themselves 
decide what they shall say, based on their own experiences, personal 
feelings, information, and personal prejudices of one sort or another. 
In this connection every person interested in political education should 
keep in mind an old saying: "On what do you bias your opinions?" 

A second way has been reliance on politically gifted people 
who can "sense l l things that need to be said to the voters and can express 
themselves so that their ideas get across. Highly successful campaigns 
were run long before anyone even thought of the idea of surveys. Such 
people have been rare, however, and with political activities today con
fronted by mass communication, rapidly changing events, a complex 
society, and tremendous numbers of voters, the "genius" of political 
campaigning will be found even less often than before. 

The essence of successful communication with voters today 
lies more in basing communication effor t s on what voters know or don't 
know about certain issues -- on the reasons for their feeling the way they 
do about candidates and problems and issues. The prime need is to express 
the Republican argument in terms the voter will understand. 

B. One of the continuing problems of the Republican Party is to communi
cate effective ly to the voters what it has accomplished and where it .Ls trying 
to go. The following survey result underlines this problem. The study was 
made in 1956 to see whether the voters in this country really had any idea of 
the accomplishments of President Eisenhower and his Administration in 
domestic affairs. 

A list of statements about various Administration activities 
was given voters and they were asked whether they were true or false. All 
statements were true but, on fifteen of the twenty items, less than 40% of 
the voter s thought they were true! In only five instance s did more than half 
of the voters think the statements were true, and in no case did more than 
60% of the people say a statement was true. Following is the list of the 
statements used: 

1. President Eisenhower's administration reduced Truman's last budget 
by $10 billion. 
2. 65 million Americans have jobs. This is the highest number of employed 
pe op le in the hi s tory of the U. S. 
3. The National budget has been balanced. 
4. The Cabinet post and Department of Health, Education and Welfare was 
created under Eisenhower. 
5. Social Security benefits were extended to an additional 10 million Americans. 
6. The Eisenhower Administration established a small busine ss administra
tion to help small business. 
7. James C. Petrillo, President of the Musicians Union, George Meany, 
President of the AF L, Jacob Pottofski, Pre s ident of Ama Igama.te d Clothi ng 
Worker s , have pra i sed the handUng of labor p r ob lems by Pre sident Eisenhower. 
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8. There have been income tax cuts of 7-1/2 billion dollars. 
9. Over 80% of income tax cuts went to middle and lower income families. 
10. 70 million Americans received a reduction in the income tax they paid. 
11. The minimum wage of all workers in the country was raised from 75¢ 
to $1.00 an hour. 
12. Each year some small businesses fail and some are started. In 1955, 
there was a net gain of 50,000 new small businesses started in the United 
State s , 
13. The St. Lawrence Seaway was established to help the economy of the 
Middle West. 
14. Under Pre sident Eisenhower more than 800 million dollars in military 
purchases was set aside to help small business in trouble. 
15. In 1955, small business concerns in the U. S. received more than 
3 billion dollars of government contracts. 
16. In 1955, strike losses in the United States were less than one-half of 
the strike losses in the last year of Truman's Administration. 
17. The housing bill was passed in 1954 to make it easier for people to buy, 
build or rent adequate housing. 
18. In the first six months of 1956, there was an 11% increase in the price 
of farm products. 
19. President Eisenhower asked for 2 billion dollars for aid to public schools 
and this bill was defeated by the Dernocrat s , 
20. President Eisenhower has asked for changes in the Taft-Hartley Law to 
benefit labor. 

All evidence from this and similar surveys indicate s one thing 
very clearly. The Republican Party has accomplished many things for the 
benefit of lIthe people" but seldom gets much credit for it. There is a tre
mendous need for a new kind of educational campaign to get across to the 
voters an understanding of what the Republican Party has achieved. 

c. Adequate polls can point out what needs to be said and how to say it. A 
campaign based upon what voters think is important obviously is going to be 
more successful than one based on what they see as unimportant. 

Information for a political educational program may be gathered 
by te sting various ideas, such as campaign statements, to see which are ef
fective and which are not. Examples of such testing were given earlier and 
will not be repeated here. 

Perhaps the most important function of surveys in providing 
information for political education is in determining the factors that enter 
into the voter's opinions and judgments. This type of analysis invo lve s 
evaluating items of the following types: 
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1.	 The knowledge the voter has concerning the party, 
issue or candidate. 

2.	 The degree to which he is emotionally concerned 
with the problems, candidate s or is sues. 

3.	 The social and economic characteristics of those 
having various opinions, knowledge and attitude s 
about problems, candidates, parties and issues. 

The first of these items, the knowledge that the individual voter 
has, has been discussed before. But in addition surveys can test whether 
more information, and what kinds of information, would change his opinion. 

Measuring the degree to which a person is emotionally involved 
in various aspects of a political campaign is more difficult but just as neces
sary. A variety of techniques have been developed to do this. What is desired 
is to learn not only people's opinions about an issue and whether these opinions 
are based on real understanding of the situation, but also how strongly people 
hold their opinions about the matter and how strongly they fee 1 about the solu
tions being offered. The importance of a problem in the minds of the voters 
and their emotional involvement in that problem are of prime importance for 
any educational technique. It is much harder to communicate with a person 
who is "fighting mad" about something than with a person who is "calm and 
collected. II 

To find out just how important people rate a problem the 
following question can be asked: 

"We would like you to think for a minute of the most 
serious problem that you can think of today. It can be .; 

your own health or your own job or the Berlin crisis 
or the Cuban situation or anything else that you think 
is the most important problem facing you today. Now, 
let's think of a scale running from 0 to 100. This 
problem that you think of as the most important today 
would be given a score of 100. Now on that basis just 
what score would you give to this problem we're 
talking about?1I 

Questions like this measure to some degree the emotional 
involvement in a problem. They also pinpoint what types of people are 
most concerned with it and what types of people are the least concerned, 
and they can help discover whether those who are most emotionally in
volved have the least knowledge about the situation. 
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Finally, surveys may be used to analyze the social and 
economic factor s involved in political opinions. The following list indi
cates some of the basic factors which can be studied through survey 
techniques: 

Age Geographical Location 
Education Religion 
Sex Nationality Background 
Income Political Background 
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II. 

PUBLIC RELATIONS, PUBLICITY AND EDUCATIONAL METHODS 

It is of vital importance that our Republican Party organizations in 
large cities develop a well-conceived, thoroughly coordinated and contin
uous program of public relations. We can not win votes unless we commun
icate our principle s , policie s , ideas and achievements throughout the city. 
This is elementary but it requires emphasizing. Too many of our party 
organizations in the big cities do not have an adequate program of public 
re lations and pub licity ac tivitie s , 

History proves that the Republican Party is truly interested in all 
the people. The Republican Party has originated and developed legislation 
which has he lped make America great. We must emphasize that the Repub
lican Party is dynamic, progressive and responsive to the will of the people. 

Public relations activities should include development of a program 
to let the rank and file of labor know that the Republican Party is genuine ly 
interested in their welfare. In the public relations division there should be 
persons who are familiar with the interests of the workingman and able to 
convince him that the we ll-being of his family is strengthened by the programs 
and policies of the Republican Party. 

Similar public relations attention should be given to the Negro press 
and to the foreign language press. In nearly every big city there are news
papers pub lished for Negroe s , for Spanish- speaking citizens and for natural
ized citizens of many origins. There are, in some cities, radio stations 
which beam their programs to these groups. 

A well-organized public relations division should include persons, 
at least on a part-time basis, who are qualified to work with these media and 
supply them with information aimed directly at serving their special needs. 

Every communication medium should be used in a public relations 
program to carry our me ssage to people in all walks of life; to pub licize all 
Republican events, programs and candidates; and to publicize the opposition's 
failure s and shortcomings. 

Not all newspapers have the same policies. Neither do television and 
radio stations. Therefore, some of the recommendations set forth in this 
report may not be applicable in all cities. But, in general, they may be 
tailored to fit into your particular program. 
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This section of our report considers these aspects of public relations 
and pub licity: 

Advertising Agencies and Public Relations Consultants 
Pre ss-Te levision-Radio Re lations 
Newspaper Advertising 
Television and Radio Programming 
Magazines, Trade and Professional Journals, House Organs 
Pamphlets and Brochures 
Direct Mail 
Billboards and Posters 

Following this section are two others on Educational Programs and on Research. 

Advertising Agencie s and Pub lic Re lations Consultants 

These professions have important roles in affecting and molding public 
opinion in large citie s , In the idea 1 situation the advertising agency and the 
public relations firm, as well as their key employees, would be steadfast Repub
licans who are vitally intere sted in the party's succe SSe Their account execu
tives handling your campaign, in any case, must understand the issues, know 
the candidates and have the "feel" for politics. 

The public relations consultant and the advertising agency must work 
in cooperation with the candidate and the local committee. Both the agency 
and pub lic re lations people must understand the attitude s of the people in the 
community. They must be familiar with the issues and know how they were 
deve loped, whether they are true or false, sound or unsound, of great conse
quence or of little consequence. The proper type of advertising agency and 
public relations consultant will not hesitate to point out weaknesses of campaign 
promises and party planks. 

The party organization leader and the candidate must give direction-
and complete cooperation--to the advertising man and the public relations con
sultant if these two agencies are to function properly and effectively. 

f'ress-Television-Radio Relations 

First, last and always we must let the public know what our party 
stands for and what it has done for the people over the years. We must let 
the people know the position of our candidates on issues. 

In order to present the Republican Party, its programs and its 
candidates to the public aggressively and constantly, we must maintain close 
contact with newspapers, television and radio at all times, in off years as 
well as in campaign years. 
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This applies to party organizations, party leaders, officeholders 
and our candidate s. 

Become friendly with the persons in charge of political news--the 
news editor or city editor or news director, as well as the man who actually 
writes politics or broadcasts politics. 

Your candidate, too, should become well-acquainted with these same 
people. He should be accessible to newsmen at all times. 

Always deal in facts, not rumors, when talking with newsmen. Don't 
ever try to mislead or deceive. 

Ascertain the news deadlines on newspapers and newscast hours on 
the air. 

Whenever possible, let newsmen know when you are going to break 
a story. Don't "play favorites" with your news release. Release your story 
as it breaks. 

Arrange for copies of your release to be in the hands of all newsmen 
in ample time for editing. 

Prepare enough copies of your release not only for the reporters but 
also for editorial writers and policy makers, such as publishers and owners 
of radio and television stations. You may want to inform the general manager 
as well as the owner. 

Project one idea at a time. 

When you have an announcement or statement, and if facilities are 
available, make tape recordings for the radio stations and video tapes or 
film. with sound for the television stations. These should be made in 20-second 
to I--rni.rrute segments to fit into regular newscasts. If they're too long, neither 
te levision nor radio will use them. 

Your own photographer should make pictures of candidates talking with 
important people, or attending important meetings, or engaging in any activity 
which has news value or human interest. If you furnish these pictures to news
papers and television editors immediately, you can often get good publicity. 

If you have several television stations in your city, attempt to get 
different shots for each station. 

Supply releases and p ictur e s to the wire services, such as AP, UPI 
and regional or state news services. 
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It is good policy to furnish the papers, radio and television with the 
news of a meeting, including resolutions and other facts of public interest. 
Follow up pre-event material and advance publicity by giving the press in
formation on what actually happened. 

Refrain from attempts to oversell a meet ing or statement. However, 
" 

do not neglect to emphasize something really important. 

Newspaper Advertising 

Newspaper advertising should be complete ly coordinated with your 
television and radio programs. Your ads should drive home the same points, 
the same arguments, whether you use a full page or smaller space to tell 
your story and sell your candidates. 

Is a full page worthwhile? Again, as with television and radio, that 
depends on personal preferences and finances. Full pages, in big cities, 
are expensive. Experience proves that an ad five columns wide and 18 inches 
deep in a standard size newspaper is just about as effective as a full page. 
The 18-inch depth starts your ad above the fold, and it dominates or controls 
the entire page. 

The same principle applies to tabloids, which are published in and 
around many of our big cities. Here again a full page is not necessary. 
An ad measuring four columns wide and 13 inches deep in a tabloid dominates 
the page. 

An ad has a greater chance of being read if it appears on a page carrying 
news matter. 

If your finances limit you to smaller space, try to design your ads to 
get the maximum depth rather than width on any newspaper page. An ad two 
columns wide and 21 inches deep is better than the same total space in four 
column width but half as deep. 

An advertisement measuring two or three columns wide, and 6 or 7 
inches in depth usually is "buried"--surrounded by several other ads bidding 
for the reader I s attention. 

Newspaper ads should not be crowded with too much copy. Do not use 
too many borders or heavy borders, because they detract from the point you 
are trying to put over to the reader. 

Do not use decorations merely for the sake of decorations. Use a 
pi cture or an illustration which tells a story or which will attract or compel 
attention. 
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Use plenty of white space. Note this current trend in advertising 
in magazine s and newspaper s , 

Write your copy in simple language that is easily understood. 

Do not try to make too many points in a single ad. If you are dis
cussing a candidate's stand on certain issues, do not include points about 
the candidate's personality. 

Position in a newspaper is an important factor. Many newspapers 
do not sell position, but by asking a newspaper's advertising manager or 
business manager you may have your ad placed on a desired page. 

Right hand pages are considered better than left hand pages. The 
back or last page is always good, but it is difficult to get in most newspaper s , 
The Sports page is good for a particular type of ad, the Woman's page for 
another. Page 3 or page 5 is excellent, and the Television-Radio page reader
ship is growing rapidly. 

Political advertising in newspapers, especially in the big cities, 
should be directed at the people in the area. Political advertising aimed at 
the entire country is worthwhile in some instances, but often it would be 
much more valuable if it were tailored and pinpointed for a particular city 
or region. 

If a candidate is espousing a particular issue, he should first determine 
how that issue affects a given area, and his advertising should be designed and 
written to translate the issue into terms and language that will have the greatest 
impact upon the people in that area. In other words, his advertising should be 
"localized" whenever possible, if it is nothing more than a headline such as: 
"To the People of Metro City" or "To the People of Metropolitan County." 

A candidate hirn se 1£ should refrain from using "anti" or "attack" ad
vertising over his own name. This type of advertising, if used at all, should 
be sponsored by someone other than the candidate or by a committee or par
ticular group. 

Television and Radio Programming 

The se sugge stions must be modified to meet local situations involving 
the lIimage" of candidates, the offices they seek, news space and radio and 
TV facilities. 

Although it has been said that selling a candidate is the same as selling 
any product, there are certain factors to be considered which modify this view: 
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1.	 Limited finances and limited time 
2.	 Possibility of over-exposure 
3.	 Need for especially planned programs 
4.	 Public service programs available to officeholders
 

and candidates.
 

Television 

In buying TV time, a 20-second spot can be less expensive in the 
long run than the 10-second station break. Advantages of the 20-second 
spot are: 

(a) You purchase the exact times your spot announcement will be 
shown. (In a package deal a station may show your spots at times when 
there are comparatively few viewers.) 

(b) Some TV stations will not put a 20-second political spot back 
to back with another political announcement, if you request this consider
ation. 

By pre-recording your TV spot, whether it be 20-second, 40-second 
or 5 minutes, you will be able to get your message across the way you want. 

In the 20-s econd and up to a I-minute spot, film done in cartoon, 
with a voice narrating what the people are seeing on the screen, is rated 
effective. 

I 

The question is always how much time to buy. Experience indicates 
that you are trying to convince only a small percent of the voters during the 
last week of a campaign; therefore, your commercials should be written in 
a manner that will cover those particular issues which you find to be of 
greatest importance in the mind of the voting public. (You can evaluate the 
issues by taking polls, which have been discussed in another part of this 
report. ) 

When it comes to 5-minute TV programs, you must have good pro
duction so that the points you make are easy for the audience to remember. 
There are several ways to accomplish this. You can use charts which will 
portray graphically the points you are endeavoring to make. You can use 
interviews with a person asking a question and giving the candidate the op
portunity to answer by chart, graph or a brief explanation. 

Again, it is cheaper in the long run to have this type of commercial 
filmed, rather than try to do it live, unless you are working with experienced .. 
people. It is best not to present a television spot, 5-minute program, 15
minute program or even a 30-minute program, if the people involved do not 
look at ease and if they are not well-informed. A fundamental point to 
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remember about television programs: the candidate has an opportunity to 
get into the homes of potential voters and the voters have an opportunity to 
look at and appraise the candidate. 

If you have the money to do live shows, and if the production is good, 
a program such as "The Press Conference of the Air," in which the candi
date is asked questions and answers them, can be very effective. Here again 
you can use charts and photographs to emphasize points. In this type of 
programming flubs are not too serious (depending on the flub) and people 
usually have sympathy for candidates who look as if they are being put on 
the spot, but still graciously come up with an answer. 

In the campaign of 1960, effective use was made of the "Truth Squad" 
on television in an unrehearsed live program with newspapermen asking 
the questions, to bring out the facts concerning government operations, party 
positions and the pros and cons of the candidates. 

In a survey by TV Guide, made among members of the Senate and 
House of Representatives, the interview show was selected by 45% as the 
most valuable television form for them. Five-minute segments were se
lected as the most effective length by 42% of the Congressmen. Among the 
remainder, 27% chose 10- to 20- second spots, 23% named l5-minute pro
grams and 8% chose half-hour shows. 

The straight speech was voted the least effective television program 
by 50% of the respondents. Neither Republicans nor Democrats recommended 
the open debate form, except for Presidential candidates, but both groups 
said they would welcome a chance to share the same programs with their 
opponents for consecutive addres s e s , 

A research agency, studying the effects of television campaign 
techniques among big city voters, reported the following results: 

(1) Television is strongest with the youngest group of voters (21- 30). 

(2) Voters emphasized the sense of personal contact television per
mitted them with the candidate, allowing them to participate in political 
events as they happened. 

(3) Voters during the campaign definitely did favor one candidate 
over the other because of television. The study stated, "Voters saw the 
candidate as a dynamic, personable, handsome man, a man with a great 
deal of personality. During the campaign their attitude toward him, because 
of television, definitely became 'more favorable'; there was almost a com
plete lack of any negative impression ..•• Impressions of the opponent, on 
the other hand, were restrained and qualified. The re was ... little change in 
voters' attitudes toward him because of television." 

A final word on the subject: Never present a candidate on television 
in a manner which shows him out of character. 
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Radio 

There is rno r e radio being listened to now than lTIany people sus
pect. The s arne subject m a tte r that is used on television can be used as 
well on radio tapes. 

Music on radio is very effective as an attention-getter. In the use 
of radio, again pinpoint your t irne s , One rni.nute spots are especially good.s 

According to SOlTIe listener surveys, the best tim e to buy in m etr opol i tan 
areas is f r orn 6:30 A.M. to 9 A.M. and f r orn 3 P.M. to 6:30 P. M. 

A great nurnb e r of people use auto radios; therefore, try to buy 
t irne when people are traveling to and f r orn work. In lTIany cities there 
are now police helicopter reports advising people on traffic conditions. 
One can often obtain spots, if purchased early enough, contiguous to these 
reports or within that t irne area. 

On radio, as on television, c ornrne r c i al s should be u nc ornpl.i.cate d , 
to the point, and present one idea at a tim e , 

Magazines, Trade and Professional Journals, House Organs 

SOlTIe national rnaga z ine s have correspondents in m et r opol i ta.n areas. 
The se rna ga z i ne s , with large circulations in every state, have a strong ilTI
pact on their readers. Organization leaders and candidates should know 
these correspondents and develop a working relationship with t hern . Local 
rnagaz i ne s should receive s irn i la r attention. 

Trade journals and official publications of various industries, assoc
iations and professions, offer another fertile field for public relations. Many 
t'irn e s a party's stand or a candidate's stand on an issue which affects a par
ticular industry or business or profession can be reported or explained in 
plant publications, known as house organs, or in trade and profes sional 
journals. 

BecolTIe acquainted with editors of these publications and keep th ern 
on your rna i.l.ing list for releases. Party s poke s rnen and candidates rna y 
find it well worthwhile to s ubmit specially prepared s tat errie nts setting forth 
their position on subjects of interest and i mpo r tanc e to various trade and 
professional groups. 

PalTIphlets and Brochures 

PalTIphlets and brochures are fundarn errtal. to a well- rounded pub

licity p r o g r arn in a carripaign , They also can be used on a year around basis 
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to publicize the party and its programs. This type of literature must be 
carefully prepared and attractively printed to present points clearly and 
forcefully. 

Direct Mail 

There is a definite place for direct mail in a campaign. It is true 
that voters are literally swamped with political propaganda as election day 
approaches, yet well-planned mailing pieces - -to the point and eye-catching-
can be helpful to a candidate or a party ticket. 

The approach on the cover or on the envelope has much t c do with 
the success of a mailing piece. It must provoke the hou s ehold e r t s interest 
enough to cause him to read what is inside. Nine out of ten envelope s which 
merely say "Vote for Jones" will go into the wastebasket. Much better re
sults come if you say "Jones Pays the Freight " or use a similar "come-on." 

Billboards and Posters 

Billboards and posters are valuable in advertising a candidate or 
an issue. Your message, of course. has to be direct and simple. Bus, 
street car. subway and taxicab posters are very good for political adver
tising. 

Location of billboards is highly important. Not all communities 
permit the use of billboards. Sometimes they are limited in number or 
restricted to certain areas of the city. 

Billboards and posters are a great reminder factor. If you can 
purchase billboard space i n locations not too far from voting booths it 
will permit a last-minute appeal to voters on election day. Well-placed 
posters can serve a similar purpose. 

EDUCATIONAL PROGRAMS 

It is imperative that all party organization people know and understand 
the records of their candidates and their party--and those of the opposition-
so that no opportunity for gaining party advantage and support is lost. For 
this a regular program of education must be conducted. Such a program 
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should go beyond the l i m i ts of organization people. We rn u s t also carry 
the Republican rne s s a g e into public schools and colleges and everywhere 
else in the cOITIITIunity. 

Big city party organizations should institute educational p r o g r arn s 
e nc orripa s s i ng at least the following activities: 

1.	 Self-contained education p r o g r arns and discus sion outlines on: 
organization and operation of gove r nm erit , 
party organization, history and principles. 
current is sues. 
basic e c oriorni c s . 
special subjects. 

2.	 A basic worker r e c ru i trnent and orientation p r og r arn for city 
and other local party organizations. 

3.	 "Issue s ern i na r s " to arITI party leaders with accurate data on 
current issues and to obtain grass roots opinions on local, state 
and national affairs. 

4.	 Education prograITIs in the areas of g ove r-nrn e nt , current issues 
and political parties, tailored for use by nonpartisan cornrnuni.ty 
groups. 

5.	 F'o r mation of a COITIITIittee c orripo s e d of leading Republican 
educators to develop ways to ensure a balanced presentation 
of the Republican philosophy and position in our high schools 
and colleges. 

RESEARCH 

Public relations and educational prograITIs will never attain their 
potential unless party organizations develop the fundaITIental tool of research. 
Thus a vital cog in any political organization is a research d epa r tment to 
provide rnuc h of the party's working m ate r ia.l . 

A political party, like industry, organized labor and gove r nrn errt , is 
handicapped and virtually helpless without good all-around research. We 
ITIllSt know what the opposition is doing and saying, and we rnu s t know what 
the opposition has said and done. At the s arne t irn e we rnu st have basic data 
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to help develop our own policies, and to help promote our own programs. 
You need ammunition to win a war--research provides much of the ammun
ition for political battles. 

A research department, whether it consists of one person or ten, 
should function along these lines: 

1. Collect voter and voting statistics on every political subdivision 
in the city. 

2. Ma.intain a file of all legislation- -national, state and local-
which affects metropolitan areas. This includes activities of Congress, 
the State Legislature, the City Council, the County Commissioners. It 
includes governmental decrees, orders and rulings by elective and ap
pointive of1ii.cials at all levels- -fr om the President to city and county of
ficials. 

3. Maintain complete bibliographies on sources of information and 
r-e s ear ch data pertaining to all major party activities. Keep them up-to-date. 

4. Review legis lation and proposed legislation with party office
holders or candidates. Prepare briefs outlining the advantages, disad
vantages, political implications, etc. 

5. Develop cross-index clipping files on issues; legislative ac
tivities; press releases; opposition and special interest group statements 
and activities; political personalities. 

6. Coriduc t continuing programs for obtaining or making statistical 
analyses of population trends, employment and unemployment, cost and ef
ficiency of state and local government operations. 

7. Conduct polls, based on scientific sampling techniques, to 
obtain and evaluate voter attitudes on issues, party images, officeholders 
and candidates. 
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Republican National Committee 
January, 1962. 

HOW TO PLAN AND BUY TELEVISION TIME
 
FOR POLITICAL CANDIDATES
 

(Adapted from a presentation given to the Republican National 

Committee by Carroll Newton, Vice President of Batten, Barton, 

Durstine & Osborn, at Oklahoma City, Ok.la , , on January 12, 1962) 

It is estimated that 9 out of 10 homes in the United States will 

have television this Fall, and that the average one of these homes 

will have that set tuned in with someone looking at it more than 5 

hours every average day. 

During the evening hours 6 out of 10 families are watching, 

with about 1.7 adults at the TV set at any given moment. 

As sume there are three television stations in the city in which 

you reside, and assume that your candidate is on television at a 

particular minute between 8 and 9 in the evening on each of those 

stations. In that one television appearance, your candidate has shown 

himself - - practically in the flesh - - to more than half of the potential 

voters in his constituency. 

And people seen on television are living, breathing, alive indi

viduals to the viewers, even though the candidates themselves find 

that hard to believe as they look at the unwinking eye of the TV camera. 

Television represents the sole opportunity of presenting a flesh

and-blood candidate to all the voters who will or will not elect him. 
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While it is not true that TV is the deciding factor in all elections, 

it is true that TV can make the difference in a close election. 

In the first week of October, 1956, a nationalsample of 

2400 eligible voters was asked where they learned most about the 

campaign. The survey showed that TV was the most important 

source of information by a rather wide margin - - 49 per cent, vs , 

38 per cent for newspapers. 

On the farm - it was TV by a substantial margin; 56 per cent 

of the farmers said they learned most about the campaign from TV. 

A significant breakdown was made by income groups. This 

indicated that as incomes decrease people rely more heavily on TV . 

- - and it is in the lower income areas where the Republican party 

has traditionally had greater difficulty in attracting voters. Tele

vision was the major source of campaign information to 58 per cent 

of the people with below average income. 

The survey also broke down the answers by the degree of 

attention the respondents were paying to the campaign. 

For those who were not sufficiently interested to go out of 

their way to inform themselves about the campaign, TV was the 

principal source of infor~ation for 56 per cent. 

At the time this study was made 37.7 million US families had 

TV sets. It is estimated that more than 49 million families will 

have TV sets in October 1962 and the importance of TV will be 
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about 25% greater than these figures show. 

These surveys strongly suggest that you cannot afford to 

allow your candidate to be seen at his best less often than his 

opponent. 

Here are some suggestions which will help you make sure 

that the dollars you spend on television return full value. 

Buy TV time when people habitually look at their sets. 

The percentage of TV homes which are using their sets hour 

by hour through the daytime hours generally mounts as the day 

proceeds. By and large, rates are the same from early morning 

to 6 in the evening, so it is clear that the man who pays $100 for 

an announcement between 9 and lOin the morning gets about 60% 

of the value received by the man who buys an announcement for 

$100 between 12 Noon and 1 PM. 

The variations in evening viewing are not quite so great 

and the rates usually reflect the differences in sets-in-use after 

11 PM. 

This kind of information is available in one form or another 

for nearly every city in the country. Insist on seeing the appro

priate figures in every city in which you buy time. 

While national audiences are divided quite evenly among 

the three major networks, local variations can be great. So, do 

not fall for the line .•. "this is one of the most popular network 
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shows " ... unless the local ratings prove it. 

By and large, any TV station will first try to sell you time 

periods which are not regularly sold to commercial sponsors. 

They will say "this is all we have available. II 

The fact that these times are not sold is a pretty good indi

cation of their lack of value. Stations will clear for you times which 

are sold to commercial advertisers, if you ask well in advance and 

are ins istent on getting the best times. 

One of the questions which arises most frequently has to do 

with the length of time periods. 

The table below shows the number of homes reached per dollar 

spent for a one-minute announcement in New York City and assigns 

an efficiency rating of 100 to this time unit. It then shows the nurri

ber of homes reached per dollar and efficiency rating of each of the 

other time units. These comparisons assume the same number of 

viewers for each time unit. 

VIEWERS FOR 
TIME DOLLAR SPENT EFFICIENCY 

1 minute 841 100 
5 rn inut e s 673 80 

15 minutes 505 60 
30 minutes 337 40 

Rates based on costs of a major network 
New York station (Prime Time) 

There is, however, one other very important factor to be con

s id e r e d , Experience has dem.onstrated that the ability of a political 
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progra.m to hold its audience varies in inverse proportion to the 

length of the program. 

For all practical purposes, announcements of one-minute or 

less do not lose any audience, they just catch the people who are 

already tuned into that particular station. 

Losses ranging up to 10% can be expected for 5 -minute pro

grams, depending on their position in the schedule. 

There were 14 one-half-hour evening programs telecast by 

both parties during the 1960 campaign. The average loss in audi

ence of these programs as compared to the normal audiences of 

the entertainment programs they replaced was approximately 35%. 

The higher costs for one-half hour over one-minute, plus 

the audience loss factor in the longer time period, makes it clear 

how difficult it is to get your money's worth with the longer program. 

There a.re exceptions to these rules. A few events have produced 

aud i en.c e s larger than the number normally watching at that time. 

The press build-up for the program now referred to as Nixon ' s 

Fund Telecast in 1952 was one such instance. 

The build-up that occurred before and during the Nixon Tele

thon on Monday afternoon prior to election day in 1960 finally pro

duced an audience level nearly double the normal audience tuned to 

ABC during the afternoon hours. 

Therefore, when and if you use time units longer than 5 minutes, 
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leave no stone unturned to create all the press excitement possible 

ove r the candidate I s TV appearance. Make an event of each appear

ance. You can perhaps double the value of your investment by so 

doing. 

Most research indicates that a relatively large group of voters 

in a close election does not decide until the last week or two. 

Therefore, place a priority on dominating the air at the end 

of the campaign. That means a heavy schedule of announcements and 

5-minute programs in the last two weeks. If you are going to follow 

that cour s e , you must set aside the necessary money in the beginning 

of the campaign and pu r chas e those spots a month or more ahead of 

t i rn e , 

In general, half-hour or longer programs for local or state races 

are not recommended, except perhaps for a dramatic campaign kick

off or a dramatic finale on election eve to capitalize on the i nc r ca a

ing interest in the election and help in your efforts to get your vote 

out. 

In any case, expenditures for such programs should be made 

only afte! you and your advertising agency are sa.tisfied that you 

have done an adequate job of reaching the voters in spots and 5

minute programs. 

What should you say in your TV armounc ernent s and broadcasts? 

Experience indicates there are never morc than two or three i~sues 

of major significance in any campaign. 
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Here are the results of a study made in August 1960.
 

PUBLIC RANKING OF ISSUES 
August, 1960 

Foreign affairs (peace & disarmament, 
defense, foreign a id , general) ------------  61. 1 
Civil rights- integration - -  - -  - - - - - - - - -  -  24.5 
Religon -  - -  - -----  - -  - - - - -  ------  ---  2.2 

Taxes ---------------------------------  1.6 

Old Age -------------------------------  0.3 
Farm problems ------------------------  1.1 

Prosperily ---------------------------- 
Labor Problems ----------------------- 

4.2 
0.4 

At that time it was clear that only two is sues occupied the 

attention of most of the electorate. 

So find the two or three issues of real significance in your 

state or district and make them yo~ issues. 

Make what you say as simple as you can. If you can remember 

anyone phras e that got over and entered peoples minds in the 1960 

presidential campaign I think it will be ... "I am not satisfied. " 

This simple phrase promised the voters they would have something 

bet ter and enough of them believed it. 

In the 1960 presidential campaign, the national television 

debates were the TV highlight. It is estimated that more than 101 

million people saw one or more of the debates. The average home 

of those which tuned in at all watched 2.8 of the four hours of debates. 

Many factors will enter into your decision on whether or not 

your candidate should appear in debates when they are offerer] by 
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stations reaching your constituencies. Generally, debates are much 

more dangerous for an incumbent simply because attacks on a record 

are by nature likely to be more dramatic than defenses. On the other 

hand, a candidate who is running against an incumbent, and who has 

the odds against him, probably has much more to gain than he has to 

lose. 

Generally, it is true that you take a risk every time your candi

date appears under circumstances which he and his managers do not 

completely control. To know when to take risks is a part of the 

essence of good political management. 

The value you get out of your TV programs and announcements 

will be in direct proportion to the amount of time and effort you spend 

preparing them. 

Take time out of your candidate's schedule to prepare and re

hea rs e what he is going to do and say. 

How much time would you spend preparing for a rally which 

was going to be attended by 90% of the voters in your district or state? 

Your TV spots will probably be seen by 90% of the voters if you buy 

a good schedule. 

If your candidate is tired - - it will show on the TV BC r e en , 

If he's worried or harassed - - it will show on the TV screen. TV 

is a visual medium - - how he looks is just as important as what he 

says. 
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There are many ways of adding visual interest to political TV 

programs. Questions from bona fide voters answered by the c andi

date can be very effective. 

If, for example, your candidate's district contains a plant 

threatened by administration plans to reduce tariffs, dramatize the 

is sue with pictures or films of the plant's workers - - the people who 

may lose their jobs -- rather than a generalized discussion about the 

threat posed to jobs by the tariff reduction program. 

1£ you are going to attack increasing government expenditures, 

and you come from a state such as Connecticut, it is more effective 

to show on the screen the $3.45 you must pay in taxes to get back 

$1. 00 of Federal expenditures. 

Your own advertising agencies, who are experienced in TV, 

understand these techniques. Listen to them. They know how to 

communicate ideas and that is what you are trying to do on TV. 

You will also find in your campaign that there are moments of 

excitement and inspiration during rallies which are difficult to re

capture. It is well worthwhile to cover such events and to try to 

capture these moments on film or tapes. They often make most 

effective spots later on. 
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To sum up: 

1. Buy the best stations and times in every city. And, make 

the stations show you the audience ratings so that you know what 

you are getting. 

2. Find the vital issues and stick to them. Make them your 

issues. 

3. Dominate the air at the close of the campaign. 

4. Beware of long programs. It is hard to get your money's 

worth out of them. Do strive for a press build-up if you have 

any. 

5. Beware of appearances under circumstances which you 

cannot controL 

6. Always show you r candidate at his very best and with as 

much visual interest as pos s ibl e , 

####### 




